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2019 Site Visits

65%
20%

15%
$

1,721,759 Site Visits   – 431,636 Partner Links



36%

64%

Paid 
Digital Media

Paid 
Traditional Media

270.909MM
(+5% FYOY)

149.451MM 
(+5% FYOY)

420MM+ Paid Media Impressions 

+ FY19 Paid Media Impressions



Programmatic
VIDEO

Programmatic
DISPLAY

2019 Paid Media Presence+



2019 Survey Highlights 



“Historical” Shift In Description



A “Historical” Rise In Interest



Strong Ad Awareness



Advertising Drives Perception

Those who recalled 2019 ATD advertising 
were significantly more likely to have positive 
perceptions 
of Alabama for a vacation destination.

Perception 

ATD Ad Aware

No Ad Aware

60%
30%

Top 2 box scoring



Those who recalled 2019 ATD advertising 
were significantly more likely to consider 
Alabama for a vacation destination.

Consideration 

ATD Ad Aware

No Ad Aware

79%
42%

Advertising Drives Consideration

Top 2 box scoring



Those who recalled 2019 ATD advertising 
were significantly more likely to recommend 
Alabama for a vacation destination.

Advocation 

ATD Ad Aware

No Ad Aware

76%
36%

Advertising Drives Advocation

Top 2 box scoring



Continued Validation of Media

Those who consumed two or more ATD targeted media 
channels were significantly more likely to have positive 
perceptions, strong consideration and willingness to 
recommend Alabama for a vacation destination.

Perception 

2+ ATD Media

No ATD Media

45%

32%

Consideration Advocation 

58%

44%

53%

32%
Top 2 box scoring



Extended Ages

35-54
30-34 55-60

n=250

n=1000

n=250



Younger Gina Highlights



Younger Gina Highlights



Younger Gina Highlights

Top box scoring



Strong Validation Of Website Approach

59%41%
28% 48% 24%

21% 42% 37%



Continuation Rationale

Key 2020 Guidance Based On Research and Analysis 

1
Recommended Optimization

Overall paid advertising and 
media approaches were 

measurably effective.

Revisit and shift digital spend 
to bolster key seasonal planning peaks. +

2
Brand+Product combination

strategy was measurably
effective.  

Expand Brand platform based on research. 
Enhance digital Brand and Product units for 
engagement.  +

3 +
Alabama.travel continued site 

enhancement is warranted
based on research.

Continuous site SEO enhancement. 
Utilize/integrate paid social and site content.  
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Purposeful Platform Initiatives

Brand
platform 

Product 
platform 

Experience
platform 

Engagement
Accessibility
Advocation

Loyalty

Image
Awareness

Broad consideration
Emotional differentiation

Promotion
Focused consideration

Exploration
Trial



Alabama Natural Wonders



PAID OWNED

EARNED

General ATD Support System



Brand Platform Initiative



Description Utilize existing SHA brand campaign assets and expand with high interest attractions.  
(TV, print, experiential, digital, social)   

Objectives Drive awareness, broad consideration and emotional differentiation for AL as a destination.

Overall strategy Communicate our magical, charming, authentic and relaxing character to distinguish AL as a 
uniquely rewarding destination with more to savor. 

BUDGET 56.2%
(74% paid media, 26% prod.)Initiative Overview

Enhance engagement of existing digital display and video ad units.



Initiative Overview

Brand Platform Expansion
Destination Interest Peaks



Initiative Overview

Brand Platform Expansion



Initiative Overview

Brand Platform Expansion











































Initiative Overview

Digital Brand Units
Refresh and Optimize Portfolio









Product Platform Initiative



Description 

Objectives Drive focused consideration, exploration and trial across a myriad of AL destinations
with media spend emphasis on neighboring states and drive-distant target audiences.

Overall strategy

Evolved legacy product platform consisting of 80+ “Road Trips” content requiring maintenance 
and updating  and “Sweet Spots” advertising platform and Alabama.travel user experience 
platform.

BUDGET  21%
(72% paid media, 28% prod.)

Expand “Market Sweet Spots” RTJ/Gray portfolio with three new :25/:05 TV spots.

Expand “Experience Sweet Spots” portfolio with new concept for paid digital advertising (rich 
media, social, mobile, display, video) to drive evergreen consideration and exploration.

Initiative Overview



Product Platform Experiences and Destinations

RTJ Market Sweet Spots for Gray TV:

Birmingham

Sweet Spots Experiences for Digital Display:

Muscle Shoals

MOBILE

Auburn Gulf Coast

East Shore

Montgomery

Huntsville East AlabamaMobile

Food





Experience Platform



Description 

Objectives

Overall strategy

Evolved ATD Experience portfolio inclusive of website, planning tool, owned social channels and 
mobile apps.

Activate advocation and increase ATD experience portfolio awareness and usage 
through a fully-integrated promotional program around a key brand platform inclusive of PR, 
social, partnerships, promo paid media and event marketing.

Elevate overall user experience and SEO for Alabama.travel and mobile apps to enhance site 
performance and usage metrics. 

Drive utilization of existing ATD experience platform tools and channels to strengthen destination 
consideration, exploration, visitation and advocation.

Expand consumer generated content library for cross-channel usage. 

BUDGET 10%
(Integrated promo:  $70%; Paid promo media: 30%)

Initiative Overview



Initiative Overview

Cross-Channel Usage Integrated Promotions

Key brand platform

Site/Social/Apps
Consumer generated content
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The Continuing Evolution of Alabama.Travel!





























































Job 
Develop, plan & measure integrated campaign 

platform targeting potential
SE travelers.

Components 
Utilize existing  and develop new TV, print, 

digital, social, experiential, OOH 

Job 
Develop share-worthy content

to amplify buzz/media coverage.
Utilize current and new experiential assets in 

selected feeder markets.

Components 
pr, social, event

Job 
Extend brand idea through ATD properties

Components 

Site: new & updated content

Job 
Drive awareness and  advocacy for 

site and Road Trip app

Components 
Consumer and Trade (AL

customers) PR.

Job 
Create and plan integrated campaign utilizing 

existing and new “Sweet Spots” campaign assets.

Components 
TV: 3 “Market SS” spots Video: :15 pre-roll 
“Science/Discovery”. Display: rich, banner, 

mobile and paid social ads.

Job 
Enhance & promote app and online content

Components 
App/Site: Optimize UX  (brand & function). 

Update and maintain content.

Social: promote site/apps across channels.
Social: channel specific SHA engagement

Components 
Site, Apps:  UX/SEO optimization, update & 

Integration.Social: robust programs to optimize 
UGC and advocation

Job 
Develop PR plan to enhance exposure of ATD 

planning tools
and mobile apps.

Components 
PR, Promotional/Sweeps

Job 
Update and optimize Alabama.travel Update 
and maintain ATD apps. Develop integrated 

experience promo.

Job 
Promote ATD planning tools and apps through 

paid digital media.

.) .)

eMarketing: newsletter 

PAID   

OWNED   

EARNED   

BRAND   PRODUCT   EXPERIENCE   FY2020 PLAN OVERVIEW    

Components 
Promoted and paid social posts.



• 5-7% increase in overall lodging tax revenue

Business 

Paid

Owned

• YOY increases in Delivery, Reach, Impressions
• YOY increases in Digital advertising metrics (Clicks, CTR, CTC, VTC)
• Channel and ad unit tracking and performance
• YOY increases Site traffic, events, targeted origins, conversions

Earned
• YOY increases in Ad Value Equivalencies, Placement
• YOY increases Site traffic, events, targeted origins, conversions

• YOY increases in Engagement, Fan Growth, Reach
• YOY increases in promoted mobile app downloads
• YOY increases Site traffic, events, targeted origins, conversions

Brand 
• Brand metrics tracking through research 

2020 KPIs






